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ABSTRACT 
 
This is an exploratory study investigating the marketing practices of Illinois farmers 
towards the promotion of specialty crop consumption. Previous literature on this topic 
encompassed information about fruit and vegetable social marketing campaigns that were 
conducted through farmers’ markets and grocery stores. However, to our knowledge, there was 
no literature regarding specialty crop growers and social marketing campaigns for the promotion 
of fruits and vegetables or their collaboration with a registered dietitian nutritionist (RDN). The 
purpose of this study was to specifically investigate the use of websites, such as the Illinois 
Product Logo Program, and collaboration with RDNs for the promotion of produce. The 
“Illinois Food Marketing and Food Security Survey'' was created and distributed to farmers in 
Illinois through Illinois Extension County Directors and other key stakeholders. Participants 
received a $15 e-code for completion of the survey, which was electronic and hosted on the 
platform, Qualtrics. Data were analyzed using descriptive statistics due to the small non-
normally distributed sample size. Annual income was the primary dependent variable. There 
were 36 surveys received by the due date with a total of 7 filled out to completion. This study 
suggested that farm business websites were used by a majority of local Illinois farmers (71.4%). 
Few Illinois farmers with annual incomes of less than $50,000 were aware of the Illinois 
Products Logo Program (28.6%). In addition, it was found that few Illinois farmers with annual 
incomes of greater than $50,000 may have worked with a RDN to promote produce (28.6%). 
Lastly, it was identified that few farms with annual income of less than $50,000 had an interest 
in working with a RDN in the future to promote produce (14.3% very interested and 14.3% 
somewhat interested). More research is needed to further investigate the avenues of fruit and 
vegetable promotion by farmers and the benefits of collaborations between Illinois farmers and 
RDNs.  
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CHAPTER 1: Introduction 
 
The Registered Dietitian Nutritionist’s (RDNs) scope of practice (2017) from the 
Academy of Nutrition and Dietetics outlines education and support of advances for healthy food 
and water systems within food production, retail, and marketing.1 Subgroups deepen the RDNs 
knowledge on this topic like the Hunger and Environmental Dietetics Practice Group (DPG). 
This DPG focuses on the promotion of sustainable agriculture within nutritional outreach.2  
These dietetic focuses on agriculture are aiding in conveying to consumers the impact of their 
food choices on the sustainability of agriculture, thereby connecting dietetics and agriculture.  
Interest in agriculture by RDNs can lead to potential collaborations with farmers such as 
for marketing their produce. The common goal of encouraging consumers to increase their fruit 
and vegetable intakes is beneficial to both RDNs’ and farmers’ livelihoods and respectively 
consumers, as a diet high in fruits and vegetables are found to have protective health benefits like 
decreased risk of many diseases such as cardiovascular disease and cancers.3 
The marketing of fruits and vegetables has been explored in the past. The use of recipe 
cards in 17 rural grocery stores as reported by Lui, et al supported an increased desire to 
purchase produce.4 Modification of grocery carts and grocery floors with produce promoters was 
associated with an increased sale of fruits and vegetables while shoppers remained in budget 
neutrality.5 Another study at a farmers’ market reported increased purchases and consumption of 
produce after a social marketing campaign about local produce.15 One study used state grown 
identifiers to increase sales of produce by consumers.6  However, these were primarily carried 
out as state extension office programs and not coordinated or conducted as primary research.  
This study aimed to investigate the marketing of produce by farmers and past and future 
collaboration with RDNs to promote produce. There was a deficit in the dietetics literature, to 
date, regarding this specific topic. Thus, this was an exploratory study to examine the potential 
for future research and collaboration avenues.  
In this study, farmers were surveyed on their marketing tactics for produce via farm 
business websites and the use of the Illinois Product Logo Program. Farmers’ knowledge of a 
RDN was queried, in addition to, past and future collaboration with a RDN.  
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CHAPTER 2: Literature Review 
  
Dietetics Scope of Practice to Educate Public on Agriculture 
Registered Dietitian Nutritionists (RDNs) are filling a broad range of professional 
pathways. They play a role in consumers' diets beyond educating the public to make healthy food 
choices. Wilkins proposed the term “civil agriculture” in 2009, as a way for dietitians to help 
consumers make the connection between their food choices and the sustainability of the food and 
agriculture system in which it was grown.7  
The Academy of Nutrition and Dietetics outlined the scope of practice for the RDN in 
2017, to include education and support of advances for healthy food and water systems within 
food production, processing, distribution, marketing, retail, and waste management.7 Dietitians 
are often questioned by clients regarding agricultural issues and the RDN must be educated on 
these topics with valid evidence-based research, to best inform their clients. 
In addition, the Academy of Nutrition and Dietetics outlined the standards of professional 
practice within the subgroup of Sustainable, Resilient, and Healthy Food and Water Systems. 
This practice category provides guidance to RDNs in determining their level of knowledge in 
this area and classifying their skill level as competent, proficient, or expert. An expert level RDN 
will have a high understanding of issues regarding food and water system sustainability and 
resilience within a dietetics practice. They will be able to apply a systems framework and work 
within interdisciplinary teams to accomplish sustainability goals.8 
However, it is estimated that only about half of RDNs have an interest in sustainability. A 
survey conducted by Heidelberger, et al. found that 47% of dietitians reported discussing 
environmental issues in their practices.9 More information is needed on the level of expertise 
these RDNs have, according to the Standards of Professional Performance for Registered 
Dietitians in Sustainable, Resilient, and Healthy Food and Water Systems, to understand the 
knowledge level of those dietitians who are educating the public on these issues. 
RDNs have the opportunity to promote sustainable agricultural practices through counsel 
with their clients regarding their food choices. The necessary tools for this advancement have 
already been developed by many organizations, including the Hunger and Environmental 
Dietetics Practice Group (DPG) within the Academy of Nutrition and Dietetics.2 Agricultural 
sustainability is only a required element of the dietetics curriculum and not necessarily a core 
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focus.10 Thus, the full responsibility for adequate knowledge and expert skill level is left to each 
RDN to pursue.  
 
Dietitians’ Knowledge on Agriculture-Related Issues 
There is a very small body of literature regarding the level of RDN knowledge 
concerning some of the current agricultural issues. The limited literature is primarily focused on 
genetically modified organisms (GMOs) and environmental issues within agriculture.  
In 2012, 358 RDNs were surveyed regarding their knowledge and perception of GMOs. 
It was found that only 22% of RDs were able to score 70% or higher, indicating a low level of 
knowledge regarding GMOs. This study by Vogliano was a call for RDNs to seek knowledge on 
the latest evidence-based research regarding GMOs, to properly inform consumers.11 It was 
acknowledged that GMOs are not the only controversial agricultural issue of importance. Rather, 
GMOs was the only issue that was surveyed for that particular study. More information is needed 
regarding RDNs’ perceptions and knowledge of various agricultural issues, such as organic, 
indoor, and vertical farming, food supply chain, plant-based diets, and local food supply, among 
other topics.   
More recently, in 2017, 500 RDNs completed a survey funded by the Monsanto 
Corporation regarding their knowledge and attitudes towards different methods of crop 
production. Of those who took the survey, 34% did not believe agriculture was “heading in the 
right direction.” These 34% were more likely to support myths around agriculture issues.12  
The review of the literature shows that not all RDNs are knowledgeable on agriculture-
related issues, yet we know that some are. However, there should be more investigation into 
RDNs’ knowledge and perception of agriculture-related issues.  
 
Collaboration of RDNs and Farmers within Agriculture 
A great avenue to encourage learning and collaboration is by connecting farmers and 
RDNs to increase education and understanding. There are anecdotal records of such partnerships 
in the media, but there are no records in the scientific literature of the nature of these 
relationships. The following are two testimonials of dietitian and farmer collaborations. 
In 2019, a farm to table event called “Dinner is Grown” was reported in the Delta Farm 
Press magazine describing a group of North Carolina farmers and RDNs who sat down for a 
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meal and had conversations regarding agricultural issues. This event was perceived as positive 
by attendees, because knowledge was shared and different perspectives were acknowledged.13 
A second example was the hosting of the Illinois Academy of Nutrition and Dietetics Fall 
2019 Assembly by the Illinois Farm Families group. Illinois Farm Families is an organization of 
farmers in Illinois who focus on giving consumers informed choices about their food. The RDNs 
toured a cattle farm and dairy farm and were given the opportunity to ask questions directly of 
local farmers. The farmers provided education on their practices and RDNs were allowed to ask 
questions that they are asked in practice.14 The event was beneficial, because a visual 
representation was given on agriculture as controversial issues were discussed in real time.  
Assessment of RDNs’ knowledge of agriculture has been explored but is very limited. 
Collaboration between farmers and RDNs seems to be beneficial based on a small number of 
media reports. However, to the best of our understanding, farmers' knowledge of RDNs has not 
been rigorously evaluated and published in any scientific journal to date. To assess this gap, the 
“Illinois Food Marketing and Food Security Survey” included pilot questions regarding RDN 
educational requirements and scope of practice. While past inquiries of RDNs’ knowledge of 
agriculture and collaboration with farmers have been minimally explored, a gap in the literature 
about farmers and marketing of specialty crops to the consumer led to new questions. 
 
Marketing of Specialty Crops within Agriculture by Farmers 
A diet low in fruits and vegetables has been shown to contribute to increased risk of 
many diseases such as cardiovascular disease and cancers.11 In 2016, it was estimated that 
2,361,200 deaths in the world were associated with low fruit intake and 1,519,650 deaths with 
low vegetable intake.3 This systematic literature review by Yip, et al. supports the current fruit 
and vegetable recommendation (five servings per day for adults) and may contain evidence that 
the protective associations of fruit and vegetables are significantly underestimated.3 This science-
based evidence, among other anecdotal data, is one of the reasons RDNs encourage fruit and 
vegetable consumption. Encouragement of fruit and vegetable consumption is a common goal 
that both specialty crop farmers and RDNs have. Farmers may help increase consumption of 
fruits and vegetables by marketing them to the consumer. This in turn would promote more 
nutritious diets, which have the potential to decrease the overall disease risk within the 
population.  
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Two studies were found that have investigated the influence of consumer marketing of 
fruits and vegetables to in grocery stores. In 2017, a social marketing campaign was conducted in 
17 rural grocery stores in Kentucky. The campaign consisted of food samples, recipe cards, and 
promotional discounts on fruits and vegetables. A survey was completed by 240 participants, and 
it was found that most participants had an increased desire to purchase fruits and vegetables 
when a recipe card was provided.4 In 2014, two strategies to increase unplanned purchases of 
fruits and vegetables at the grocery store was investigated. Modifying grocery carts and grocery 
floors with fruit and vegetable promoters was associated with an increase of fresh fruit and 
vegetable purchases. Shoppers remained in budget neutrality, meaning they did not spend more 
than intended. The research team reported, “Shopper Marketing Nutrition Interventions can 
increase retail profit without increasing shopper budgets”.5 These two studies may suggest that 
social marketing campaigns to increase fruit and vegetable consumption could work. However, 
to our knowledge, there is no investigation into what local farmers are doing to market their fresh 
fruits and vegetables. One of the purposes of this study was to investigate current social 
marketing by farmers. 
Reaching consumers with information about local specialty crops that are for sale may be 
useful for increasing fruit and vegetable consumption. A study through the University of 
Tennessee Cooperative Extension Service investigated the impact of social marketing on 
purchases and consumption of food from farmers’ markets. A social marketing campaign was 
carried out in the form of marketing assets, six food demonstrations with recipes, and three 
children’s activities. A total of 723 adults were surveyed from 15 of the 39 participating farmers’ 
markets. Overall, it was found that most participants reported increasing purchases and 
consumption of locally grown foods after this campaign.15   
Informing consumers that a specialty crop was grown locally may be useful in increasing 
consumption of fruits and vegetables. In 2014, a study was conducted at 20 grocery stores in 
Arizona. Ten stores sold produce with a locally grown identifier, and 10 stores sold the same 
produce without a locally grown identifier. Consumers were surveyed on their preferences and 
perceived food safety risks and other macro outcomes (e.g., sustainability and health 
implications). Locally grown foods were perceived as safer by consumers.3 A study conducted in 
2008, showed that consumers were more likely to buy a product that was produced locally or in 
their state than a product produced somewhere else in the United States. Participants believed the 
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locally produced food to be “less corporate” and fresher than its counterpart. This study did not 
use labels. Instead it utilized descriptors for the participant to make their decision about the 
product.16  
However, a logo, such as provided by the Illinois Product Logo Program, may be 
beneficial for farmers to participate in to increase purchases of fruits and vegetables. To our 
knowledge, there are no investigations into this topic published in the literature. Another purpose 
of this study was to explore farmers’ awareness and participation in the Illinois Product Logo 
Program. The Illinois Department of Agriculture developed the Illinois Product Logo Program 
in 1987. This program certifies for the use of a trademark stating, ‘Illinois Product.’ Individuals 
in Illinois involved in any of the various stages of agricultural production of a product can apply 
to participate. The certification of an official Illinois Product is free, but the use of the 
trademarked logo requires a one-time fee ($20). This trademark was designed to increase 
visibility of products from Illinois in retail settings and encourage consumers to purchase items 
from their own state. Illinois specialty crop growers may utilize this product to promote their 
produce in grocery stores and restaurants with a competitive edge to the produce travelling 
across state lines.17 Thus, the logo usage may increase consumer desirability to purchase fruits 
and vegetables due to state pride or investment in Illinois’ economy. To explore the program, a 
portion of the “Illinois Food Marketing and Food Security Survey” included questions regarding 
this opportunity for Illinois farmers. 
Fresh produce may be perceived to be more expensive. However, this is not always the 
case. Published in 2016, a study investigated the cost of consuming the recommended amount of 
fruits and vegetables (five per day). The cost of fresh produce was perceived as a barrier for 
some to obtaining their recommended servings daily. However, it was found that fresh produce 
was sometimes less expensive than canned. Nutrition scientists acknowledge that low-income 
households have a pronounced need to increase intakes of fruits and vegetables, as these 
households generally fall short of dietary recommendations. Household budgets must be able to 
accommodate the cost of fruits and vegetables. A focus on consuming a variety of affordable 
fruits and vegetables and decreasing intake of more expensive processed foods would be helpful 
for a more nutritious diet.18 The study concluded that eating fruits and vegetables was not more 
expensive than consuming a diet low in fruits and vegetables, if fruit and vegetable choices were 
made wisely and budgeted accordingly.18 Fruit and vegetable marketing may be helpful to 
   
  
7 
 
encourage consumers of all incomes to increase their consumption and create more varied and 
nutritious diets.  
 
 The “Illinois Food Marketing and Food Security Survey” 
The “Illinois Food Marketing and Food Security Survey” was designed to investigate the 
marketing avenues of specialty crop growers in Illinois. These data were gathered using select 
questions from the 2015 Local Food Marketing Practices Survey developed by the United States 
Department of Agriculture. The survey created for the current study was developed in 2019, and 
administered in 2020. Cool and wet conditions in the spring of 2019 resulted in delayed planting 
of crops, and this disrupted the growing timeline of many crops and prevented some harvests.19 
The pandemic (novel coronavirus, Covid-19) in 2020, caused changes in behaviors (e.g., social 
distancing) that may later be shown to have altered farming practices. Thus, information 
gathered from the current survey may have atypical responses when compared to other studies.
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CHAPTER 3: Farmer’s Promotion of Fruits and Vegetables 
 
Methods 
Hypotheses 
 It was hypothesized that: 
 Less than 50% of Illinois local farms would have a farm business website.  
 Local Illinois farms with a total annual household income of less than $50,000 would be 
aware of the Illinois Department of Agriculture’s Illinois Products Logo Program. 
 Local Illinois farms with a total annual household income of less than $50,000 would 
have collaborated with a RDN to promote farm products in the past.  
 Local Illinois farms with a total annual household income of less than $50,000 would 
have an interest in working with a RDN to promote farm products in the future.  
 
Purpose 
This study examined food marketing practices among local Illinois farmers, including 
their knowledge of the Illinois Product Logo Program, and services of registered dietitian 
nutritionists (RDNs). The purpose of this study was to gain insight into promotion of fruits and 
vegetables by local farmers, use of markers (i.e., logos) from the Illinois Product Logo Program, 
and use of RDNs by local farmers to promote locally grown foods. It was hypothesized that total 
annual household income would differentiate those farmers with farm business websites, 
participation in the Illinois Products Logo Program, and collaboration with RDNs to promote 
farm produce from those who opted not to market their farms, engage in the logo program, or 
collaborate with RDNs.  
Marketing campaigns (by universities and their Extension offices) for produce have been 
explored within grocery stores and farmers markets to increase consumption of fruits and 
vegetables.4-6 However, there are no recorded studies regarding marketing campaigns led by 
farmers to increase fruit and vegetable consumption. Local product identifiers increased produce 
purchase and consumption in studies located in Arizona and Kentucky. 4,6 To our knowledge, 
there are no recorded studies regarding the Illinois Products Logo Program and promotion of 
local produce through this mechanism. There are media articles and meeting proceedings that 
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record collaboration of local farmers and RDNs.3,14 The current study explored recent past and 
interest in future collaboration of local farmers with RDNs to promote local produce.  
 
Sample Selection and Survey Distribution 
Participants in this study were recruited by word-of-mouth and constituted a convenience 
sample. Adults over the age of 18 years were eligible to participate. Illinois Extension County 
Directors and Extension Educators across the state shared information about this study as they 
interacted with farmers in the 102 counties of Illinois. It was encouraged and possible that 
farmers shared information about this survey with their peers. Interested individuals contacted 
the researcher who provided the link to the electronic “Illinois Food Marketing and Food 
Security Survey.” The survey link was provided by electronic mail and accessed by participants 
via the Qualtrics survey platform. Participants were required to have internet availability to 
access this survey. It was stated at the beginning of the survey that consent was implied through 
the respondents willingness to complete the survey. Participants who completed the survey were 
given the option to leave their electronic mail address to receive a $15 Amazon E-code as 
compensation for their time. The E-codes were sent to the provided electronic mail addresses 
after the survey closed. This was the only identifier collected or received, and this information 
was destroyed after providing an E-code to each participant. This study received approval for 
human subjects research from the University of Illinois at Urbana-Champaign’s Institutional 
Review Board on January 21, 2020 (Appendix A). 
 
Survey Design 
Questions included in this survey were taken from existing surveys or were novel 
questions designed by the researcher. The 2015 Local Food Marketing Practices Survey from the 
United States Department of Agriculture was adapted for use in this study, including the 
questions regarding annual household income and farm business websites. Questions regarding 
the Illinois Product Logo Program and collaboration and knowledge of RDNs were pilot 
questions. To our knowledge, there was a lack of published literature regarding the combination 
of these topics. Survey questions did not have the same validity and reliability as when included 
in the established survey (2015 Local Food Marketing Practices Survey) that was used to gather 
data for the first hypothesis. For the remaining hypotheses, survey questions achieved face 
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validity based on review by three research experts in dietetics, nutrition, and economics 
(professors at the University of Illinois at Urbana-Champaign.) Demographic questions included 
in this survey were adapted from the United States Census 2010.  
 
Survey Data Analysis 
This survey was open for 48 days. Completed data were exported from the Qualtrics 
platform and analyzed using the statistical software R Studio. Due to the small sample size and 
non-normal distribution, this study was limited to descriptive statistics. 
 
Results 
A total of 36 responses were received by the survey closure date. Of these, four (11.1%) 
individuals declined to participate, 25 (69.4%) did not complete the entire survey, and seven 
fully completed the survey for a 19.4% response rate.  
 
Demographic Description of Participants 
Of the seven respondents who completed all questions and were included in these 
analyses, 57.1% (n=4) were female while 42.9% were male (n=3) (Table 3.1). The median age 
range was 40-44 years of age with a minimum response of 25-29 years and a maximum of 60-64 
years of age. Six (85.7%) respondents reported race as white, and one (14.3%) reported race as 
black or African-American. All respondents had college degrees (100%, n=7) with 28.6% (n=2) 
having some postgraduate work and 28.6% (n=2) holding postgraduate degrees. Five (71.4%) 
individuals were employed full-time and spent the majority of their time in farm or ranch work. 
There was a reported average of 20 years for the length of time farms were in operation at the 
time of the survey. Of these, a 6-year farm operation minimum and a 40-year farm operation 
maximum were reported.  
 
Table 3.1: Demographic characteristics of participants who fully completed the “Illinois Food 
Marketing and Food Security Survey” (n=7) 
Characteristics n %a 
Sex  
 
 
 
Female 4 57.1 
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Table 3.1 (cont.) 
Male 3 42.9 
Age (years)  
 
 
 
18-20 0 0 
21-24 0 0 
25-29 1 14.3 
30-34 1 14.3 
35-39 0 0 
40-44 2 28.6 
45-49 1 14.3 
50-54 0 0 
55-59 0 0 
60-64 2 28.6 
65-70 0 0 
70 or older 0 0 
Race  
 
 
 
White 6 85.7 
Black or African American 1 14.3 
American Indian or Alaska 
Native 
0 0 
Asian 0 0 
Native Hawaiian or Pacific 
Islander 
0 0 
Some other race 0 0 
Language Spoke at Home  
 
 
 
Only Spanish 0 0 
Mostly Spanish, but some 
English 
0 0 
Mostly English, but some 
Spanish 
1 14.3 
Only English 6 85.7 
Other language 0 0 
Marital Status  
 
 
 
Married  6 85.7 
Widowed 0 0 
Legally separated/separated 1 14.3 
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Table 3.1 (cont.) 
Divorced 0 0 
Never married - single 0 0 
Education  
 
 
 
Grade school (8th grade or 
less) 
0 0 
Some high school (did not 
graduate) 
0 0 
High school graduate (12th 
grade or GED) 
0 0 
Some college 
(AA/Associates degree or 
1-3 years without 
graduating) 
0 0 
College graduate (4 year 
college) 
3 42.9 
Some postgraduate (no 
advanced degree) 
2 28.6 
Postgraduate degree 2 28.6 
Employment Status  
 
 
 
Employed full-time (35+ 
hours per week) 
5 71.4 
Employed part-time (less 
than 35 hours per week) 
1 14.3 
Not employed 1 14.3 
aColumns may not add to 100% due to rounding. 
 
Farm Website Marketing 
Five of the seven (71.4%) respondents reported having a farm business website in 2019 
for their farm operations. Of these five, all (100%) used their farm business websites to provide 
background and history regarding their farm operations and practices and advertised products for 
sale and on-farm activities and services (Table 3.2). Four of these five (80.0)% used a farm 
business website to carry out transactions and sell farm products online. Five of these five 
(100%) operations reported internet access, either on the operation or at the principal operator’s 
residence.  
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Table 3.2: Presence and use of farm marketing categories by those respondents who reported a 
farm business website in 2019 (n=5) 
Category of Use N % 
Provide background/history 
on farm operation and 
practices 
5 100 
Advertise products for sale 
and on-farm 
activities/services 
5 100 
Carry out transactions and 
sell farm products online 
4 80.0 
 
Awareness of Illinois Product Logo Program 
Only 3 of 7 (42.9%) respondents reported that they were aware of the Illinois Products 
Logo Program (Table 3.3). Of these three, one (33.3%) reported annual income above $50,000 
and two (66.7%) reported annual income below $50,000. Three of all seven respondents (42.9%) 
indicated that they would like more information about the Illinois Product Logo Program, 
including one of the three respondents who had already noted awareness of the program.  
 
Table 3.3: Awareness of the Illinois Product Logo Program by income (n=7) 
Income Yes (n) No (n) 
Above $50,000 1 3 
Less than $50,000 2 1 
Percentage 
 
42.9% 57.1% 
 
Collaboration with Registered Dietitian/Nutritionists 
Only 2 of 7 (28.6%) respondents reported that they had collaborated with a RDN to 
market farm products. Of these two respondents, future interest in collaboration was reported as 
‘not very interested’ or ‘somewhat interested’. Barriers to collaboration are outlined in Table 3.4 
as reported by all respondents. Three of seven (42.9%) respondents were ‘very interested’ in 
working with a RDN to promote farm products. Similarly, 3 of 7 (42.9%) respondents were ‘very 
likely’ and 2 of 7 (28.6%) were ‘somewhat likely’ to attend an educational program about 
marketing for farm operations and/or farm products if it were led by a RDN (Table 3.5). Thus, a 
total of 5 of 7 (71.4%) were amenable to the idea of collaborating with a RDN. Further, 71.4% 
(n=5) of respondents have met with a RDN outside of marketing purposes in the past.   
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Table 3.4: Respondents’ reasons for lack of interactions with RDNs regarding farm marketing in 
the past (n=7) 
Reasona  Frequency of Option 
Do not know of any registered dietitians/nutritionists in my area 2 
Did not know they could market my farm products for me 4 
Unsure of how to get ahold of or find registered 
dietitians/nutritionists near me 
4 
Did not think it would be beneficial for my farm products 2 
Other 0 
aRespondents marked as many responses as applicable from a list of 5 reasons. 
 
Table 3.5: Future collaborations with RDNs for promoting farm products as reported by 
respondents (n=7) 
Questions n % 
How likely are you to attend 
an educational program 
about marketing for your 
farm operations and/or farm 
products, if it were led by a 
registered 
dietitian/nutritionist? 
 
 
 
 
Very likely 3 42.9% 
Somewhat likely 2 28.6% 
Not likely 2 28.6% 
Have you ever met with a 
registered 
dietitian/nutritionist to talk 
about your or a family 
member’s health? 
 
 
 
 
Yes 5 71.4% 
No 2 28.6% 
 
Two of seven (28.6%) respondents have collaborated with a RDN for promotion of farm 
products (Table 3.6). Both respondents reported an annual income greater than $50,000 (n=1, 
$100,000-$149,000; n=1, $75,000-$99,999). The 71.4% (5 of 7) of respondents that have not 
collaborated with a RDN reported an annual income of $99,999 or less.  
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Table 3.6: Past collaboration with a RD/N for promotion of farm products by income (n=7) 
Income Yes No 
Greater than $50,000 2 2 
Less than $50,000 0 3 
Percentage 28.6% 71.4% 
 
Respondents (3 of 7, 42.9%) who were ‘very interested’ in collaborating with a RDN had 
annual incomes ranges of $75,000-$99,999 (2 of 3, 66.7%) and $45,000-$49,999 (1 of 3, 33.3%). 
Those who were ‘not very interested’ reported annual incomes ranges of $75,000-$99,999 and 
$45,000-$49,999 (Table 3.7). 
 
Table 3.7: Future interest in collaborating with a RD/N for promotion of farm products by 
income (n=7) 
Income Very interested Somewhat interested Not very interested 
Greater than 
$50,000 
2 1 1 
Less than $50,000 1 1 1 
Percentage 42.9% 28.6% 28.6% 
 
Participants were asked to complete questions regarding knowledge of RDNs’ 
educational requirements and professional skills and capabilities. This section of the survey 
contained two categories: ‘A registered dietitian/nutritionist is someone that is required to’ and 
‘A registered dietitian/nutritionist is someone who can’ and was presented in a true or false 
format. As shown in Table 3.8, the average score on the knowledge-based questions regarding 
RDN requirements and capabilities was 89.3%. The lowest scoring questions within RDN 
requirements were – ’A registered dietitian/nutritionist is someone that is required to: study the 
food supply chain including production, processing, and the supply chain’ and ‘work in a 
hospital or medical center,’ each at 57.1% correct (4 of 7). The lowest scoring question within 
RDN capabilities was ‘A registered dietitian/nutritionist is someone who can: market agricultural 
products’ at 57.1% correct (4 of 7). 
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Table 3.8: Knowledge of RDN educational requirements and professional capabilities questions 
(n=7) 
Questions True (n, %) False (n, %) Correct (%) 
A registered 
dietitian/nutritionist 
is someone that is 
required to:   
 
 
 
 
 
 
Graduate with a 
bachelor's 
degree or higher 
7, 100 0, 0 100 
Complete a 
supervised 
practice 
program, which 
takes 6 to 12 
months 
6, 85.7 1, 14.3 85.7 
Pass a national 
examination 
6, 85.7 1, 14.3 85.7 
Complete 
continuing 
education credits 
7, 100 0, 0 100 
Work on a farma 0, 0 7, 100 100 
Train in food 
and nutrition 
sciences 
7, 100 0, 0 100 
Complete 
courses in 
agriculturea 
0, 0 7, 100 100 
Study the food 
supply chain 
including 
production, 
processing, and 
the supply chain 
4, 57.1 3, 42.9 57.1 
Work in a 
hospital or 
medical centera 
3, 42.9 4, 57.1 57.1 
Pledge to 
promote food 
and agriculturea 
1, 14.3 6, 85.7 85.7 
A registered 
dietitian/nutritionist 
is someone who can:   
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Table 3.8 (cont.) 
Explain which 
nutrients are 
found in foods 
7, 100 0, 0 100 
Promote a 
dietary pattern to 
support health 
7, 100 0, 0 100 
Recommend a 
diet to reduce 
complications of 
chronic health 
problems like 
diabetes or high 
blood pressure 
7, 100 0, 0 100 
Prescribe 
medicationsa 
0, 0 7, 100 100 
Write an article 
on healthy eating 
7, 100 0, 0 100 
Operate a 
restaurant or 
food service 
5, 71.4 2, 28.5 71.4 
Market 
agricultural 
products 
4, 57.1 3, 42.9 57.1 
Remove 
adulterated food 
products from 
the food supplya 
1, 14.3 6, 85.7 85.7 
Treat foodborne 
illnessa 
0, 0 7, 100 100 
Promote farm-
to-fork programs 
7, 100 0, 0 100 
Average Score  
 
 
 
89.3 
aFalse response reverse coded as correct response. 
 
Discussion 
Research regarding the marketing of fruits and vegetables by farmers, use of the Illinois 
Products Logo Program, and collaborations between farmers and RDNs for promotion of 
produce have not been specifically reported in the scientific literature. The purpose of this study 
was to explore these areas to gain insight into the potential for future research regarding these 
topics. 
   
  
18 
 
The hypotheses for this study were created with the expectation of a larger data set. The 
survey had a low completion rate (19.4%) and, therefore, a small non-normally distributed 
sample. The 2017 Illinois Ag Census reported 72,651 farms in Illinois. These farms ranged from 
1-9 acres (7,992 farms) to 1,000+ acres (7,813 farms). The larger farms are not likely to be 
specialty crop growers. 20 Even so, this study has a low response rate of 7 completed surveys 
from a possible 7,992 farms. 
 
Farm Website 
Over half of the respondents reported using a farm business website. This offers support 
for hypothesis one, which stated that more than 50% of Illinois local farms have a farm business 
website. The website was utilized to provide background/history on the farm operations and 
practices and to advertise products for sale and on-farm activities/services. Use of a website 
seems positive. A study by Nganje, et al showed that consumers believed locally grown foods to 
be safer than foods grown in other locations and transported to local markets.6 Thus, the use of 
any outlet (website, social media, and others) could positively impact fruit and vegetable 
consumption among consumers. However, more research is still required in this area.  
 
Illinois Product Logo Program 
The Illinois Product Logo Program is a marker that may be used on produce to indicate 
its local production. The second directional hypothesis of this study was that local Illinois farms 
with a total annual household income of less than $50,000 were aware of the Illinois Department 
of Agriculture’s Illinois Products Logo Program. The threshold of $50,000 was chosen due to 
farmers generating higher income from crops such as corn and beans would not also produce 
specialty crops on a smaller scale and with lesser income. Less than half (42.9%) of the 
respondents reported awareness of the Illinois Product Logo Program (3 of 7 respondents). Two-
thirds of these 3 respondents reported annual income under $50,000. This would support 
hypothesis two, but overall the general awareness is low.  
A study in Tennessee found participants reported increasing purchases and consumption 
of locally grown food after a social marketing campaign educating consumers on this topic.15 
This may indicate that participation in the Illinois Product Logo Program may increase 
consumers’ desirability to purchase locally grown foods, or foods that are “produced and 
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distributed in a limited geographical area” as defined by the United States Department of 
Agriculture.21 Individuals selling goods produced within Illinois agriculture can apply for free 
certification as a registered Illinois Product. Then, participants may purchase the Illinois Product 
trademark logo for a one-time fee. This logo is placed on products to increase visibility in the 
marketplace and encourage consumers to purchase products from Illinois.17 This benefits both 
farmers and RDNs when consumers increase consumption of fruits and vegetables and create 
more nutritious diets.  More research is needed in this area for further insight.  
 
Past Collaborations with RDNs 
It was hypothesized that local Illinois farms with a total annual household income of less 
than $50,000 have collaborated with a RDN to promote farm products in the past. This 
hypothesis was not supported as collaborations with RDNs to promote farm products was only 
seen with annual incomes greater than $50,000. Only 28.6% of the sample had collaborated with 
a RDN in the past for promotion of farm products, however.  
This was coordinated with hypothesis two regarding income, where respondents with 
annual incomes less than $50,000 participated in the Illinois Product Logo Program. This may 
suggest that the marketing tactic of collaborating with a RDN is perceived to be more expensive  
than use of the Illinois Product Logo Program. Further research is needed on this specific topic 
to test this supposition.  
The two primary reasons local Illinois farms did not interact with a RDN to market farm 
products included “Did not know they could market my farm products for me” and “Unsure of 
how to get ahold of or find registered dietitians/nutritionists near me”. This is in line with the 
lowest scoring question within the capabilities category on the Knowledge of Registered 
Dietitian/Nutritionists Requirements and Capabilities questions of “A registered 
dietitian/nutritionist is someone who can: Market agricultural products”. This may be an area 
where RDNs may build professional practice skills and/or better promote their services.  
A dietetic practice group of the Academy of Nutrition and Dietetics called Hunger and 
Environmental Nutrition specialize in these topics.8 However, the review of literature shows that 
many RDNs are not knowledgeable on agriculture-related issues, yet we know that some are, as 
47% of RDNs reported discussing environmental issues in practice.9 Despite the low prevalence 
of RDN-farmer collaborations, the barrier of connecting farmers with RDNs should be 
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addressed. Creating more ways to connect farmers with dietitians that are qualified for marketing 
purposes should be explored, perhaps through the Hunger Environmental and Sustainability 
DPG.  
 
Future Collaborations with RDNs 
The current study found that one respondent (14.3%) with an annual income under 
$50,000 and two respondents (28.5%) with an annual income over $50,000 were ‘very 
interested’ in working with a RDN to promote farm products.  The use of farm business websites 
recorded in this survey encompasses the possibility of promotion for any agricultural product 
that humans can eat or drink, not solely fruits and vegetables. The hypothesis of local Illinois 
farms with a total annual household income of less than $50,000 having an interest in working 
with a RDN to promote farm products in the future was supported based on descriptive statistics. 
This may suggest that there is an interest in farmers wanting to collaborate with RDNs for the 
common goal of promoting fruit and vegetable intakes.  
Possible outlets for beginning this collaboration are suggested by the 42.9% of 
respondents that reported to be ‘very likely’ to attend an educational program if it were led by a 
RDN. More investigation into this topic is needed for finding additional barriers to collaboration 
and data sets with statistical significance.  
 
Limitations 
The primary limitation of this study was the length of the survey and the ability for the 
responder to skip questions. A total of 80.5% of surveys started were left incomplete. Therefore, 
many respondents’ data could not be included in these analyses. In retrospect, modifications to 
the Qualtrics survey could be set to disable the responder from proceeding without completing 
the questions. This would prevent Qualtrics from marking surveys as finished when questions 
had been skipped. However, the original thought was to allow responders the freedom to skip 
questions in hopes of a higher response rate.  
The validity and reliability of the questions regarding RDN collaboration with farmers 
and use and knowledge of the Illinois Products Logo Program was a limitation in this study. 
Since the questions were novel it is not possible to assess the consistency of responses across 
several groups and throughout time. Therefore, the reliability of these questions cannot be 
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assured. The face validity of these questions was achieved on review from three research experts 
in dietetics, nutrition, and economics (professors at the University of Illinois at Urbana-
Champaign). 
The presentation of the survey online required access to and knowledge of navigation of 
the internet and a computer. This may have affected some of the questions recorded, such as the 
use of a farm business website since these respondents all reported having access to the internet 
either on the operation or at the principal operator’s residence. This excluded farmers without 
access to the internet and was therefore a limitation.  
The distribution of this study was done by word-of-mouth. A total of 36 surveys were 
started within the time of 48 days. Future researchers should pursue additional methods of 
distribution to maximize responses and diversity of areas reached. It should be noted that the 
study was the representation of only six different zip codes in Illinois. This indicates our survey 
did not reach a diverse area within Illinois and thus, it may not be representative of our target 
population. 
This study collected agriculture-related data from 2019. During that year, there were 
unusual weather conditions that negatively impacted crop growing cycles in Illinois. Some 
planting and harvests were prevented due to these conditions.19 In light of this, reported data may 
be different than data possibly collected in other years. 
 
Application 
A diet low in fruits and vegetables is believed to be a contributing factor to the increased 
risk of many diseases such as cardiovascular disease and cancers. In the year 2016, it was 
estimated that over 2.3 million deaths in the world were connected to low fruit intakes and over 
1.5 million deaths with low vegetable intakes.3 Collaborations between produce farmers and 
RDNs could increase fruit and vegetable consumption by the public. More research is needed for 
statistically significant evidence in all of these areas. Support for this area of collaboration could 
lead to a beneficial partnership that catalyzes the typical United States diet towards a diet higher 
in fruits and vegetables. 
 
Conclusion 
The results of this study suggest that farm business websites are being used by a majority 
of Illinois farmers for sharing background and special events related to their farms. In addition, it 
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is suggested that local Illinois farmers with annual incomes less than $50,000 are aware of the 
Illinois Products Logo Program. Based on descriptive statistics, it appears that some 
collaborations between farmers and RDNs to promote produce is underway among local farmers 
with annual income of over $50,000. Lastly, local Illinois farmers with annual income less than 
$50,000 have an interest in working with RDNs in the future to promote crop production. More 
research is needed for statistically significant evidence in all of these areas, particularly the 
collaboration with RDNs for implications on capitalizing on increased fruit and vegetable 
consumption by the public through marketing.   
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CHAPTER 4: Future Directions 
 
This exploratory study has provided insight into future areas of research. Particularly, the 
use of the Illinois Product Logo Program and interaction with farmers and RDNs to promote 
fruit and vegetables. 
Future investigation into the marketing trends of Illinois farmers who participate in the 
Illinois Product Logo Program versus those that collaborated with a RDN for promotion of farm 
products is suggested. The small sample from this study recorded participation in the Illinois 
Product Logo Program from respondents with incomes less than $50,000. There were only 
reported collaborations with RDNs by farmers from respondents with incomes over $50,000. The 
investigation into the incentives of either marketing avenue should be examined in a larger data 
set. A survey should be created containing piloted questions regarding knowledge of 
programs/services, participation, and barriers of the Illinois Product Logo Program and the use 
of a RDNs for promotion of produce. This survey should be easily accessible on a platform 
similar to Qualtrics. Personal invitations to participate in the survey may increase the response 
rate, such as passing out information regarding the survey to sellers at farmers’ markets, CSAs, 
or local food stands. The purpose of this study is to test the hypothesis, that farmers with 
incomes higher than $50,000 collaborate with RDNs and those with incomes lower than $50,000 
use The Illinois Product Logo Program for promotion of farm products, within a larger data set.  
Another area to continue investigation is the barriers in collaboration with a RDN to 
market farm products. This study listed a total of four reasons and an ‘other (please specify’ 
option. Only one respondent selected only the ‘other (please specify) option. Thus, further 
investigation into additional barriers should be conducted.  This may be carried out through 
focus groups of farmers, asking questions regarding knowledge of RDN and interest and barriers 
of collaboration for marketing farm products. It would aim for three focus groups containing 
about 10 farmers each. The groups should be led by the same facilitator. Participants would 
receive some type of small monetary compensation for their time. The purpose of this study 
would be to identify additional barriers to collaboration with RDN to market farm products in a 
larger data set to draw more statistically significant conclusions.  
Similarly, the barriers of RDNs to collaborate with farmers to market farm products 
should be investigated. Two of the reasons that were chosen by farmers regarding reasons why 
they did not collaborate with a RDN to promote farm products were not knowing of any 
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registered dietitians/nutritionists in my area and being unsure of how to get a hold of or find 
registered dietitians/nutritionists near me. This may indicate a failure of outreach to agricultural 
areas by RDNs. A focus group with RDNs on agricultural outreach and knowledge and sourcing 
of information on agricultural issues should be conducted. Focus groups will be held virtually in 
an effort to reach a diverse population across the United States. The inclusion of various states 
with differing agricultural focuses will provide a variety of outlooks and experiences. This will 
bring helpful insight into what is beneficial for the RDN and farmers. Participants in the focus 
groups must have the RDN credential. The purpose of this study is to find out how RDNs are 
collaborating with farmers and their general knowledge regarding agricultural issues.    
Future areas of research expound upon the use of The Illinois Product Logo Program, 
collaboration with RDNs by farmers for promotion of farm products, and outreach of RDNs to 
farmers for collaboration and education. 
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